












































































































































































































































































































新しい科学的実在論としては，Hackingや Cartwrightの介入実在論 11）（entity realism）と呼ばれる
ものがある．簡潔に言えば，科学者が操作や介入できるものは存在するという立場である．例えば，
10）（1）「雪は白い」は，実際に雪が白いとき，かつそのときに限り，事実に対応する．（2）「草は赤い」は，実
際に草が赤いとき，かつそのときに限り，事実に対応する．（Popper 1963, p. 377）


































































































































































































法の導入などの方法論に関する議論は行われている．（石井 1990，堀越 1991，堀田 1991，上沼 1991，
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ABSTRACT
This article is about discussion on methodology in marketing research.  To begin with,
historical development of philosophy of science is briefly reviewed: Logical positivism, Logical
empiricism, Falsificationalism, and Relativism.  Then, discussion of methodological issues in the
field of marketing is summarized.  The first methodological argument in marketing started in
1950’s when researchers asked if marketing could be science.  The more philosophical
discussion was engaged in 1980’s by Hunt.  The third wave occurred in 1990’s when the
scientific realism was the point at issue.  In the end, the author proposed that marketing
researchers should be more involved in theory development and knowledge creation regardless
of their methodological standings.
